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Welcome to the  
A10 Networks Brand

A brand is a promise, the big idea, the reputation and expectations that reside in  

a customer’s mind about the company or its products. The brand tells a story.

We’ve created this useful book to help you tell our story no matter which communication 

touchpoint you work on. This book will guide your ideas so you can tell our story in a 

consistent and distinctive way. 

Let’s create something amazing.

A10 Networks  /  Brand Guidelines
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Brand Principles

Ask questions. Learn new things. 

Think outside the box. Curiosity is 

the fuel for all great ideas.

Find great images to support 

your messaging. Play with color. 

Use illustrations and icons. And 

remember to keep it simple so you 

can communicate your point clearly.

Consistency helps create a better 

customer experience. It helps build 

credibility, reputation and trust. 

New opportunities are driven by 

innovation. If there is a way to do  

it better — find it. 

Curiosity Creativity Consistency Innovation
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Enabling a Secure and 
Available Digital World

Digital transformation is accelerating at a record pace. Enterprises and  

service providers must rapidly innovate to keep up. 

At A10, we have earned the trust of our customers to protect their hybrid cloud  

and subscriber networks today and into the future. 

Our brand promise is to support our customers to accomplish great things.

Brand Promise
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Brand Personality

We are innovators. Problem solvers.

Trusted partners. Solution architects. Engineers.  

Confident. Smart. Curious. Bold.

Always learning. Always growing.

Customer-centric in everything we do.

We win together.
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A brand is a ‘trust mark.’“ ”— Tom Peters, Author
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Meet our logo. It inspires trust. It’s bold and clean. The 

movement of the A speaks growth and innovation.

Our logo represents our company and should be treated 

with the utmost care. Give it space. Don’t crowd it. Don’t 

place it low on a page. Keep it clean, legible, and above all, 

give our logo the respect it deserves to help maintain  

the quality and longevity of our brand.

Logo
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Primary and Secondary Lockups

The A10 Networks logo displays the company name in a 

distinctive and proprietary form. Think of it as the official 

signature reflecting the A10 brand reputation of high 

quality products and services. This logo is critical in all 

applications, from advertising and packaging, to website 

branding, social media, and product promotion.

With few exceptions, as noted later on, the logo should not 

be separated, and shown in other colors or in combinations 

outside of what is specified in this guide. The position, 

size and color along with the spatial and proportional 

relationships of the signature elements are predetermined 

and should never be altered.

Logo

PRIMARY HORIZONTAL LOCKUP

SECONDARY CENTERED & ADDITIONAL HORIZONTAL LOCKUP
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The gray box illustrates the required 
minimum clear space surrounding the 
logo, where “X” is equal to the height 
of the negative space inside “A” (see 
the white triangle inside the “A”).

Clear Space and Preferred Placement

Maintain the proper clear space surrounding the logo 

to ensure it is not crowded by other distracting graphic 

elements or typography. The minimum acceptable clear 

space is shown on this page. Keep all other text and 

graphic elements outside of the clear space area.

The preferred A10 logo placement is at the top left corner, 

as indicated by a blue (circle 1) indicator seen in the 

graphic below. When space is limited, follow the additional 

placement suggestions (circles 2 and 3). Please avoid 

placing the logo on the bottom right (circle 4).

Logo

“X” SPACE

PREFERRED  LOGO PLACEMENT

1

3

2

4
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Each word in the tagline is capitalized.

You must use a period and the end of each 
part of the tagline.

The tagline should never appear on its own 
without the A10 logo near by.

To the right are recommendations on how 
to use the tagline. The tagline text may 
be smaller or bigger in size than shown 
here based on the execution and, in some 
instances, it may be necessary to use the 
tagline in different ways. This is meant to be  
a guideline, not an exact rule.

Aligned to left justified (tagline is  
Rubik Regular, 1/3 the space from the A).

Centered (tagline is Rubik Regular).

To the right of the logo (tagline is  
Rubik Regular).

 

Tagline

Always Secure. Always Available. 

This is the corporate tagline for A10 Networks. Use it  

as much as possible on your marketing communications 

so that stakeholders associate A10 Networks with being 

“Always Secure. Always Available.” The more we use the 

tagline, the faster we can help stakeholders understand 

the value A10 Networks offers.

The tagline is used in conjunction with the A10 Networks 

logo and cannot be used on its own. However, there may 

be some instances where the tagline does not fit or looks 

awkward, so use your discretion when placing the tagline.

Logo

TAGLINE CONVENTIONS

Always Secure. Always Available.
Space = 1/3 height of “A”

Left justified

Always Secure. Always Available.
Space = 1/3 height of “A”

Centered

Always Secure. Always Available.

Space = 2/3 height of “A”

To the right of the logo



12A10 Networks  /  Brand Guidelines

Tagline Clear Space

Apply the “X” space principle for the logo + tagline lockups. 

Use double the “X” space to allow extra air between  

the elements.

Logo

“X” SPACE

Always Secure. Always Available.
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Minimum Size

Although it can be reproduced in a variety of sizes, do not 

reduce the logo smaller than the minimum size shown 

on this page. Doing so will compromise its legibility and 

reproduction quality of the logo.

Logo

This logo image is at the 
minimum size for print.

This logo image is at the 
minimum size for web/screen.

0.5 inches wide @ 300DPI 50 pixels wide @ 72DPI

PRINT / SCREEN
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Dos and Don’ts

Treat our logo with care. Display it using our preferred  

colors (A10 Blue, Navy, White, Black). If the logo has to go 

on an image, make sure there is enough contrast. 

Logo

DO
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Dos and Don’ts

Do not alter the A10 logo in any way. Don’t bend, sheer, 

rotate the logo. Don’t add elements to the logo. Don’t apply  

wrong colors to the logo. Don’t apply outdated drop 

shadows or other effects to the logo. Don’t place the logo 

on a busy or low-contrast background. Don’t display the 

logo using Magenta color. Please don’t use the old logo 

(first example on the right).

Logo

DON’T

International
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So many tech companies use shades of blue for their 

identities. We did something different. Our main color is blue, 

but we introduced magenta into our brand as a secondary 

color, to help invigorate our identity and help us stand out 

from a busy landscape. 

Color plays a vital role in the A10 branding strategy. Be 

strategic when using our colors. Be mindful of contrast and 

legibility. When used right, color could be the most powerful 

thing. Our color palette is here to help your ideas shine.

Color
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Our primary colors are A10 Blue and Navy Blue. White  

is also an important color and should not be forgotten.  

Tints and shades (lighter and darker screen values)  

of primary colors can be used to enhance the use of  

the primary color palette.

Color

Primary Colors

Pantone 2935 C 
CMYK: 100 75 0 1 
RGB: 0 87 183 
HEX: #0057B7

Pantone 2758 C 
CMYK: 100 85 5 47 
RGB: 0 30 98 
HEX: #001E62

A10 BLUE

WHITE

NAVY BLUE

Shades (20-80% Black added)Tints (20-80% White added)

Pure color

17

Pantone — 
CMYK: 0 0 0 0 
RGB: 255 255 255 
HEX: #FFFFFF



18A10 Networks  /  Brand Guidelines

Our secondary colors are Sky Blue, Magenta, and Black.

Though it does bring a great amount of excitement, 

magenta should only be used as a highlight color. It is our 

secondary color and should not be used as our main color. 

Tints and shades (lighter and darker screen values)  

of secondary colors can be used to enhance the use of  

the secondary color palette.

Color

Secondary Colors

Pantone Black 
CMYK: 100 100 100 100 
RGB: 0 0 0 
HEX: #000000

Shades (20-80% Black added)Tints (20-80% White added)

Pure color

Pantone 292 C 
CMYK: 58 31 0 0 
RGB: 82 158 236 
HEX: #529EEC

SKY BLUE MAGENTA BLACK

Pantone Pink C 
CMYK: 10 96 0 0 
RGB: 214 37 152 
HEX: #D62598
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Our accent colors are Purple, Orange, Cloud Blue, Green, 

and Red. Never use these colors for the A10 logo. Use the 

accent colors for charts in presentations, or for UI within 

digital applications. They can also be used in animations 

and illustrations. Use Cloud Blue when you need a fancier 

gray color treatment.

Color

Accent Colors

Pantone Violet C 
CMYK: 94 100 4 2 
RGB: 68 0 153 
HEX: #440099

Pantone 166 C 
CMYK: 0 76 100 0 
RGB: 227 82 5 
HEX: #E35205

Pantone 646 C 
CMYK: 60 34 8 2 
RGB: 94 138 180 
HEX: #5E8AB4

Pantone 354 C 
CMYK: 85 0 98 0 
RGB: 0 177 64 
HEX:#00B140

Pantone Red 032 C 
CMYK: 2 98 85 0 
RGB: 239 51 64 
HEX: #EF3340

PURPLE ORANGE CLOUD BLUE GREEN RED
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We’ve added some helpful HEX values to our color palette 

to help deliver the best user experience. Here you will find 

primary, secondary, and accent colors as well as tints and 

shades for extended color use (think visited links, button 

rollovers, charts and various UI applications).

HEX: #529EEC HEX: #D62598 HEX: #000000
SKY BLUE MAGENTA BLACK

HEX: #3D77B1

HEX: #004189

HEX: #A01B72

HEX: #7F7F7F

HEX: #330073

HEX: #B070FF

HEX: #AA3D04

HEX: #FB925C

HEX: #008530

HEX: #7AFFAA

HEX: #42688B

HEX: #9EB9D1

HEX: #CA101D

HEX: #F5858C

HEX: #BEDDFF HEX: #E979C2

HEX: #404040

HEX: #00174A

HEX: #F0F4F8 HEX: #7CBAFF HEX: #003EC8

HEX: #DFE8F0

HEX: #440099 HEX: #E35205 HEX: #5E8AB4 HEX:#00B140 HEX: #EF3340
PURPLE ORANGE CLOUD BLUE GREEN RED

HEX: #FFFFFF HEX: #0057B7 HEX: #001E62
WHITE A10 BLUE NAVY BLUE

PRIMARY COLORS

Tints and Shades

Tints and Shades

Tints and Shades

SECONDARY COLORS

ACCENT COLORS

Color

HEX Values for Digital Use
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Meet our corporate font — Rubik — a sans serif font with 

softer, slightly rounded corners. This friendly font does 

a great job complimenting our powerful logo. Rubik is a 

Google font, which means it’s readily available.

Use Rubik Light for all larger titles, headlines, and bigger 

blocks of copy. Use Rubik Regular for body copy and all 

smaller text.

Use Calibri for all Microsoft Office documents, such as 

PowerPoint presentations. 

Written communications are an essential tool in conveying 

the A10 brand, and consistent typography plays a 

significant role. Don’t use fonts that are not on our brand.

Typography

Aa  Light

Aa  Regular

Aa Italic

Aa Medium 

Aa Medium Italic

Aa Bold

Aa Bold Italic

Our Fonts RUBIK
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Set all copy on Optical. Turn off Hyphenation and don’t 

use Justify. Kern larger copy. Pay attention to letter and 

number pairs like Ay, Is, Ko, 01, 07, 11; you may need to kern 

them some more.

Add a bit of extra leading to the body copy to allow text 

to breathe. Use smart quotes when quoting someone and 

use inch marks for measurements. Ligatures are fine in 

body copy, but avoid them in headlines. 

DON’T ABUSE ALL CAPS. WHEN ALL TEXT ON THE PAGE 

IS SHOUTING AT YOU, IT’S REALLY HARD TO READ.

Typography

Kerning, Leading and Ligatures

This Is a Headline
This Is a Sub-head

UT ENIM AD MINIM VENIAM 

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor 

incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud 

exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure 

dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla pariatur. 

Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt 

mollit anim id est laborum.

RUBIK LIGHT

RUBIK REGULAR

- 10 Kerning

Optical Kerning  

10pt 

15 Leading

- 8 Kerning
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Typography

NOT OUR HEADLINE

Don’t justify all lines ipsum dolor sit amet, consecte-
tur adipiscing elit, sed do eiusmod tempor incididunt ut 
labore et dolore magna aliqua. Ut enim ad minim veniam, 
quis nostrud exercitation ullamco laboris nisi ut aliquip ex 
ea commodo consequat. Duis aute irure dolor in reprehen-
derit in voluptate velit esse cillum dolore eu fugiat nulla pari-
atur. Excepteur sint occaecat cupidatat non proident, sun.

Headlines Should Be Initial Capped, 
But Don’t Capitalize Every Single 
Word In Body Copy Um Dolor Sit 
Amet, Consectetur Adipiscing Elit, 
Sed Do Eiusmod Tempor Incididunt 
Ut Labore Et Dolore Magna Aliqua. 

Things To Avoid

This is not our font

Avoid hy-
phenation

If you highlight EVERYTHING, 
nothing is highlighted
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Typography

Names, Trademarks, etc.

When spelling our full company name, please do not 

separate A10 from Networks, keep A10 Networks together 

on the same line. This applies to product names as well — 

keep all words in a product name together on the  

same line (see examples on the right). 

A10 Networks + product name only needs to be used 

together on first reference.

When mentioning our website, spell it with the capital A,  

like so: A10networks.com.

Please see A10 Networks Trademark Usage Policy at 

A10networks.com/company/legal/trademarks.

Lorem ipsum dolor sit amet  
A10 Networks

Lorem ipsum dolor  
A10 Thunder® ADC

Lorem ipsum dolor sit amet A10 
Networks

Lorem ipsum dolor A10 Thunder® 
ADC

DO DON’T

http://A10networks.com
http://A10networks.com/company/legal/trademarks
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Imagery

Photography

1. Relevant to the message  >  2. Authentic  >  3. Non-cliché

Those are the three most important aspects of our images. 

Each image should be memorable, bold, and uncluttered.  

Use natural light whenever possible. Avoid images that are  

too posed, over-saturated with color gradients, or have been 

processed with cheesy effects, such as lens flare. Utilize 

images that use our brand colors.

Make sure each image tells a story.
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Imagery

Photography Don’ts

Don’t use images that are cliché, overly complex, not 

relevant to the message, over processed with too many 

effects and colors, or staged / forced. Don’t use images 

that lack diversity. Stay away from images that are too 

dark, dour, or unsettling. 

When in doubt, go back to our brand personality and  

brand principles at the beginning of this book to help  

guide your ideas.
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Imagery

Product Images

We are solution-centric, which means we provide software 

solutions in many form factors to meet our customer needs. 

Instead of showing specific physical hardware photographs, we 

always lead with product icons (ADC, CGN, TPS, etc.), or form 
factor icons (vThunder, Bare Metal, Thunder Hardware, etc.),  

as seen on page 29. 

Occasionally, in limited cases, there is a requirement for a 

photo of an actual hardware appliance. In these rare cases, use 

examples on the right for visual guidance on how to show the 

requested products.

27
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Imagery

Executive Portraits

A good professional headshot communicates personality. 

It inspires confidence and curiosity. It helps to make a 

great first impression. The photo should be an authentic 

representation of a person behind the camera.

For photography guidelines on photoshoot prep, clothing 

recommendations, and more please please visit our  

Global Marketing Library on Teams or contact A10 Networks 

corporate marketing at marcom-DL@A10networks.com. 

Dhrupad Trivedi
President and Chief Executive Officer

https://a10networks.sharepoint.com/sites/GlobalMarketingLibrary
mailto:marcom-DL%40A10networks.com?subject=
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Icons

Icon Library

We have a system of custom icons that are useful in many ways. 

These icons, with their clean lines and friendly look, compliment 

our brand very well. Our versatile icon library has many icons from 

which to choose. 

We also use font-based (Font Awesome) generic icons for simpler 

needs, such as navigation icons on our website.

External Designers

For a complete list of custom icons, please contact A10 Networks 

corporate marketing at marcom-DL@A10networks.com.

A10 Networks Employees

To download our custom icons, please visit our  

Global Marketing Library on Teams.

CUSTOM ICONS

GENERIC ICONS

Two-color iconsPremium multi-color icons (display on white background only)

White icons in colored circle

One-color icons without circle

Font Awesome icons

One-color icons in circle

mailto:marcom-DL%40A10networks.com?subject=
https://a10networks.sharepoint.com/sites/GlobalMarketingLibrary
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Product Icons

Icons

External Designers

For a complete list of product and form factor icons,  

please contact A10 Networks corporate marketing at  

marcom-DL@A10networks.com.

A10 Networks Employees

To get the latest product and form factor icons,  

please download the Icon Toolkit from our  

Global Marketing Library on Teams.

mailto:marcom-DL%40A10networks.com?subject=
https://a10networks.sharepoint.com/sites/GlobalMarketingLibrary
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Illustrations

Graphics

Our illustrations are colorful, fresh, and smart. Done in  

a variety of ways, from 2D to isometric, they are there to 

help with a complex idea, when photography just isn’t 

enough. Use them for banners, infographics, animations 

and all other instances when you need to deliver your 

information in a unique and memorable way.
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Illustrations

Textures

We have a system of simple graphic shapes that 

complement the geometry of our logo. These shapes are 

there to aid with visual interest when solid color just isn’t 

enough. Less is definitely more when it comes to using 

these shapes in your designs. Do not overuse them.

For access to these files, please contact A10 Networks 

corporate marketing at marcom-DL@A10networks.com.

mailto:marcom-DL%40A10networks.com?subject=
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Program Graphics

We only have one logo, our A10 logo. To avoid confusion, 

the term “logo” should only be used for our A10 logo.  

Occasionally, there will be a need for a graphic to represent 

a program or an initiative within the company. These 

internal program graphics should be called just that: 

program graphics. 

Think carefully before creating a new program graphic. 

To ensure all program graphics are on-brand, they need 

to be approved by the creative team prior to use. Contact 

marcom-DL@A10networks.com and we will review your 

program graphic or create one for you. 

mailto:marcom-DL%40A10networks.com?subject=
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Events

Our events — virtual, in-person, or hybrid — are meant to 

inspire our customers, support our partners, and motivate 

our employees. Each event offers an opportunity to 

network, showcase presentations, demo products, and 

connect with the A10 community. 

When designing for these events, please make sure to 

follow the brand guidelines on our logo, colors, images,  

and everything else. Each event, while being unique, still 

has to belong to the overall brand.
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Our website is informative and relevant. It constantly 

aims to deliver the best experience to our customers. It 

motivates our partners. It educates and inspires technology 

enthusiasts. Our site is clean, bold, and user-friendly.

We update our site often to ensure it’s up-to-date with   

all the latest trends and features. For more information 

about our website, including HEX colors, typography, 

banners, and more please see Web Guidelines in our  

Global Marketing Library on Teams.

External Designers

To get a copy of the Web Guidelines, please  

contact A10 Networks corporate marketing at  

marcom-DL@A10networks.com

Website

Menu

Hero

Chatbot

Persistent Nav
Customer Outcomes

Footer

CTA

Customers

Resources

1

https://a10networks.sharepoint.com/sites/GlobalMarketingLibrary
mailto:marcom-DL%40A10networks.com?subject=
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There are multiple landing page templates from which 

to choose. We use Small if we need to get into content 

quickly and keep the page to a minimum. We run with 

Medium if we need to have a few extra modules on the 

page. Or we use Large if we want to show even more, 

featuring multiple blades of information. All pages must 

have a clear CTA.

Website

Landing Page Examples

LANDING PAGES

Small Medium Large
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Buttons should have no slanted angles or rounded corners. 

Use Title Case for text inside a button. Get more info from 

our Web Guidelines on Global Marketing Library on Teams. 

External Designers

To get a copy of the Web Guidelines, please  

contact A10 Networks corporate marketing at  

marcom-DL@A10networks.com

Interactive Elements

Buttons and Links

DEFAULT

Learn More

Learn More

Watch Now Start Your Free Trial

Start Your Free TrialWatch Now

Rubik Medium 16px 

Height 56 px 

Variable width 

Centered

Preffered Button Preffered LinkOutlined Button Using Secondary Color

Rubik Medium 14px 

Height 48px 

Variable width 

Stroke 2 px 

Centered

Rubik Semibold 12px 

Height 40pxl 

Variable width 

Centered

Rubik Semibold 16px 

Includes Carrot > 

Left-aligned

Click Here >

Click Here >

HOVER-STATE

https://a10networks.sharepoint.com/sites/GlobalMarketingLibrary
mailto:marcom-DL%40A10networks.com?subject=


38A10 Networks  /  Brand Guidelines

Blog posts are an essential part of our website. This is 

where we educate our audiences about technology and 

share A10 news and events. When creating visuals for 

blog posts, make sure the graphics are relevant to the 

message, authentic and non-cliché. Use brand colors. 

Each image, photograph or illustration should help 

support the story of your post. 

Website

Blog Posts
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Here are banner size guidelines for social media platforms: 

LinkedIn — 1104 x 736 pixels 

Facebook — 1200 x 628 pixels

Twitter — 1500 x 500 pixels

Instagram — 1080 x 1080 pixels

The guidelines for social media platforms change frequently, 

so please be sure to check the latest requirements for each 

platform before you design. Export your final images @2X 

for best resolution. If your image includes the logo, copy and 

CTA, make sure there is plenty of clear space around them. 

Social Media
Driving the Future 
of Innovation
Come Be a Part of This Transformation
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PowerPoint Presentations

Our corporate PowerPoint templates come in light and dark 

versions. There are several versatile layouts available to help 

enhance the design of your slides. When designing, follow 

these best practices:

• Show copy size no smaller than 14 point (18 points for  

  widescreen)

• Use the 6x6 rule (no more than six bullets of text per slide,  

  no more than 6 words per bullet)

• If you have too much content on a single slide, split it into 

  multiple slides

• Use animations sparingly

• Check masters before saving the final file

And remember, your presentation is meant to support your 

ideas. Don’t use your presentation as a script from which you 

read to your audience.

POWERPOINT TEMPLATE
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PowerPoint Presentations

DON’T DO

Dos and Don’ts

Do follow the best practices for PowerPoint presentations 

(see previous page). Keep the bullets short and succinct. 

Consider your audience. 

Don’t try to fit too much content into a single slide. Don’t 

use small font size or graphics that are difficult to see. 

Don’t use cliché images. Don’t use custom fonts or colors 

that are outside the A10 color palette. 

NEW
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Email Signatures

Our email signatures come in two options: image + text  

and all-text. If you need to add a promotional graphic to your 

signature, be mindful of proportions: make sure the banner 

doesn’t overpower the signature and is scaled appropriately 

(see example to the right). 

A10 Networks Employees

The updated email signatures are available to download on 

our Global Marketing Library on Teams.

EMAIL SIGNATURES

Image / Text Signature

All Text Signature All Text Signature, Promo Banner Added

https://a10networks.sharepoint.com/sites/GlobalMarketingLibrary
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Infographics

Our infographics are eye-catching, easy to digest, and 

above all, are very useful. They deliver complex information 

in a compelling and memorable way. We use icons, 

illustrations, and images that are on brand; see examples 

on the right that showcase a few of these ideas.

©2021 A10 Networks, Inc. All rights reserved. 
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Learn more about closing the digital divide 

in the A10 Networks survey report, 

“Insights 2022: Rural Broadband Expansion.”

Get the full picture on the 
rural broadband build-out.

Smaller ISPs are playing a big role
in closing the digital divide.

Regional providers share their 
strategies, plans, and priorities.

42 million
U.S. Customers
currently lack broadband 
internet service

Government-led initiatives are 
pumping billions of dollars
into rural broadband programs. 

Winners in the FCC’s  Dec. 2020 RDOF Phase I 
auction include 180 cable operators, electric 
cooperatives, incumbent telephone companies, 
satellite companies and fixed wireless providers.

of executives report good growth rates, 
up to 20% or more.

More than half say continuing this trend is 
their top priority, above subscriber experience, 
security, new investments, and cost reduction

They’re capitalizing on the current
regional broadband boom.

U.S. broadband 
subscribers reached 

135.5 Million at the end of
the first quarter of 2021

And they’re using a mix of local access 
technologies to do so.

But IPv4 exhaustion is looming.

IPv6 offers a solution—eventually.

And IPv4 isn’t going anywhere for a while.

The IPv4 crunch is already
threatening profitability.

21% Of regional ISPs are leasing public IPv4 
addresses from another service provider.

$32 Current market prices:
$32 per address on average.

$60 And in some cases, as much as $60 per 
address, a 40% increase in just two years. 

Easily Available IPv6
addresses can vastly 

expand capacity

Most regional ISPs 
will transition their 
network in <5 years

Though over 25% 
have yet to move forward 

on the issue at all

ISPs Capture the Rural 
Broadband Opportunity

The CGNAT Solution.

Free IPv4 addresses have 
been fully allocated by the RIR

Only 21% of regional ISPs have 
enough IPv4 addresses  for the 
foreseeable future

53% expect to run out of available
IPv4  addresses within three years

89%89%

?

So IPv4 connectivity will
remain essential for many years

IPv6 lacks 
backward compatibility

Even 15% of respondents on
the verge of  IPv4 exhaustion 

have no plans for IPv6

v4

Share existing 
IPv4 addresses to 
64+ subscribers 

v4

Reduce IPv4 
acquisition costs

up to 80%

Enable translations
between IPv4 address

and IPv6 addresses

v4

Support 10,000 new
subscribers with only
150 IPv4 addresses

v4

v4
v6

Download the Report

Almost 2/3 of Google queries 
access the internet using IPv4

74% Fiber to the Home

49% Fixed Wireless

42% Wireline

25% Mobile/Cellular

©2021 A10 Networks, Inc. All rights reserved. 
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Don’t Let 
IPv4 Exhaustion 
Stall Your Growth

Regional and rural broadband is set to boom. 
So is the cost to buy IPv4 address space. 

Learn more about cost-effective IPv4 connectivity 

in the A10 Networks’ report, “Making Cents of IPv4 – 

Cost and Capacity Considerations for Regional

and Rural Service Providers.”

Download Report

1  BroadbandNow Research, “BroadbandNow Estimates Availability for all 50 States,” 2021

2  European Commission, “Digital Economy and Society Index (DESI) 2020: Connectivity,” 2020

3  DataReportal, “Digital 2020:  Global Digital Overview Report,” 2020

4  W4 Techs Web Technology Survey, July 15, 2021

5  Google IPv6 Statistics, July 15, 2021

Capture the regional and rural 
broadband opportunity

Closing the digital divide will bring millions—or billions—
of new subscribers into the market

42M
U.S. consumers 

currently lack broadband 
internet service1 

1.9B
people in Asia-Pacific 

lack internet 
connectivity3

10,000 IPv4 addresses now cost up to $320,000. 
What else could that buy?

The CGNAT option

What about IPv6?

Share
existing IPv4 
addresses to 64+ 
subscribers to solve 
IPv4 exhaustion

10,000
new subscribers could only 
need 150 IPv4 addresses

Reduce
IPv4 acquisition 
costs by 80%

Gain 
time for more 
gradual IPv6 
adoption side-by-side 
with continued IPv4

Sell 
unused IPv4 addresses to capture 

additional revenue

Redirect 
IPv4 acquisition 
costs to 
business growth

178
additional FTTH 

locations — how many 
more customers can 

you serve?

Invest for continuous migration

Meet both short-term 
IPv4 needs and 
long-term IPv6 
needs through a 
lifecycle approach 
to migration

Use CGNAT 
to solve 
IPv4 exhaustion

Apply advanced 
features for 
transition between 
IPv4 and IPv6

Maintain a seamless
& secure subscriber 
experience 
throughout lifecycle

That’s a lot of new connectivity—
at a potentially crushing price

41%
of E.U. households aren’t 

covered by next-generation 
access technology2 

Government-
led

initiatives are pumping billions 
into rural broadband programs

Free
IPv4 addresses fully 
allocated by the 
RIR—leading to IPv4 
exhaustion

$32
is the cost of each 
IPv4 address now, 
and prices rise 
every year

That could add 
15% to annual OpEx 
per location $61

And by 2024, each IPv4 
address may cost15%

$1,800
 CapEx for a complete 

FTTH location 
(distribution, optical 
networking, feeder, 

line, control cards, etc.)

Conversion of existing 
IPv4 infrastructure

is a costly long-
term project

IPv6 and IPv4 will 
co-exist for years

Less than 20% 
of websites 

currently use IPv64

As long as customers 
want IPv4 content, 

you have to support 
IPv4 connectivity

Almost 2/3 of Google 
queries access the 

internet using IPv45 
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Learn more about meeting key digital resiliency challenges 

for application delivery in the A10 Networks eBook, 

“The Application Delivery Experience and Security People Need Now.”

Download the eBook

1 TalentLyft: “Covid-19 & Work from Home Stats: Is Remote Work Here to Stay?” – May 2020

2 IFS: “70 Percent of Businesses Increase or Maintain Digital Transformation Spend Amid Pandemic” – June 2020

3 McKinsey & Company: “The Covid-19 recovery will be digital: A plan for the first 90 days” – May 2020

4 ITIC: “Forty Percent of Enterprises Say Hourly Downtime Costs Top $1 Million” – July 2020

5 WebsiteBuilderExpert: “Website Load Time Statistics: why Speed Matters in 2021” – August 2021

6 Gartner: “Key findings from the Gartner Customer Experience Survey” – March 2018

7 SuperOffice: “37 Customer Experience Statistics You Need to Know for 2022” – June 2021

8 PixelCrayons: “Top Web Development Stats in 2020” – May 2020

9 Sophos: “The State of Ransomware 2020” – May 2020

10 CSO: “What is the cost of a data breach?” – August 2020

11 Cisco: “Annual Internet Report (2018 -2023) White Paper” – March 2020

12 Paycom: “The True Cost of Inefficiency: employee Frustrations and Workplace Tech” – April 2021

13 IT Automation: “Gartner’s IT Automation Predictions for 2021 – March 2020

14 Datis: “The Future of workforce Management: 2021 Trends” – January 2021

15 Skylight: “Our winning DevOps transformation consulting proposal” – February 2018

Make a plan
and put it into action

Digital life has expanded, 
while digital transformation continues

Grocery, retail and apparel retail industries 
were able to increase digital adoption by

100% and 40%, respectively3

64%
U.S. Employees
are now working 

from home1

70%
 Of Businesses

planned to increase or maintain 
digital transformation spending 

during the pandemic2

100%

Of Companies
compete on the basis of 
customer experience6

5 Steps to Better
Application Experience 

and Security
Keep your business agile, resilient, 

and secure in today’s fast-changing, 
always-online world

40%

How do you provide a 
great application delivery experience 

 every time?

How do you ensure 
no-excuses application availability?

A one-second delay 
reduces customer satisfaction by 

Leverage analytics,
proactive problem resolution, and 

the best application delivery to ensure
consistent performance

40%

16%
5

66%
Of People 

expect web pages to 
load in <2 seconds8

47%

Of Customers 
would abandon a company after 

2 – 3 negative interactions7

92%

Of Enterprises
say one hour of downtime can 

cost $1 million – $5 million 
or more4

46%
Of Users

don’t revisit poorly 
performing websites5

The Answer:

Use global web traffic management, 
disaster recovery, and rapid cloud failover 

to maintain application availability 
for every user, every time

The Answer:

How do you protect 
customer data and privacy?

Million Dollars
is the cost that the 

average data breach
has now reached10

$8.19
Million DDoS Attacks
is the total number of 
projected attacks by 
2023. This is nearly 

doubled from 7.9 million 
in 201810

15.4

Unify application security across clouds 
and data centers, support Zero Trust, 

and  weave threat protection 
throughout your application 

delivery infrastructure

The Answer:

By 2024

77%
Of Office Workers
are frustrated with

outdated tech at work12

46X
More Software Deployments 
for companies using DevOps15

2021
Top Workforce Priorities 

include increasing operation 
efficiency and agility14

Provide actionable intelligence to help staff work 
smarter, automate broadly, and unify visibility and 

policy control for admins

The Answer:

Organizations with IT teams 
that understand the needs of 

customers will outperform other 
organizations’ customer experience

metrics by 20%13

How do you empower operations 
 to innovate at digital speed? 

440X
Faster Lead Time

for changes with DevOps15

Empower DevOps and SecOps teams with
standardized automation tool sets and instant visibility 

into the results of code pushes

The Answer:

101010
101110
010110
101110
011101
110100
101001
101101
010101
010101
010101
101011
110010
011010
101010
00101
010111
010110
101010
100011
1111101
01010
00001
010101
010101
010101
010101
010011
001101
010101
010101
01010
010101
010101
010101
010101
010101
010101
010101
010110
101010
101010
101011
101011
101011
101011

0

How do you operate more
simply and efficiently to maintain customer

value and employee satisfaction?
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Learn more in the A10 Networks survey report, 

“Insights 2022: The State of Hybrid Cloud Application Delivery.”

Learn how a modern ADC can
close the gap on cloud expectations

Download the Report

IT Professionals Share Their Progress, 
Challenges, and Goals

Building Your 
Hybrid Cloud Application 
Delivery Infrastructure

But the reality 
proves more challenging

Flexibility
to keep pace with

changing business needs, 
customer demand, 

and IT strategy 

Lower 
Operational Costs 

to redirect funds 
to innovation

Greater Visibility
into end-to-end 

application security 
and performance 

26%
have been

highly successful in 
migrating applications 

to the cloud

only

And they’re often hampered by
outdated and under-performing
application delivery controllers

As they rethink their application 
delivery controller investments, 

what matters most is the bottom line

TOP ADC  PURCHASE CONSIDERATIONS

Better application delivery controllers 
are essential to accommodate diverse 

hybrid/multi-cloud strategies...

34%

are highly satisfied
with their ADC solution

only

 are struggling with 
legacy technology

in application delivery  

28%

27%

23%

29% struggle with application security threats

experience application downtime 

experience slow performance

face visibility and reporting challenges

50%

 
 

of organizations 
continue to host 
applications 
on-premises 

74%

of respondents don’t 
use public cloud at all

use private 
clouds

use multiple 
private clouds 

only have 
standardized on a 
single public cloud

37%

18%

43%

Faster troubleshooting
and root cause analysis

Automation to optimize
IT staff and resources

Analytics and 
application nsights 

Agility

Operational efficiency

15%

Top Business Priorities

46%

Organizations
have high hopes

for the cloud

Faster 
Application Delivery

to ensure 
responsiveness

and performance 

22%

18% Reducing 
Infrastructure Costs

Customer 
Support

ROI

-$

want to use containers
for more applications, 

but only 15% are currently using 
their application delivery 

controller to control access to 
containerized applications

69%

53%

52%

48%

47%

86% APP
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The COVID-19 pandemic and 

recent geo-political issues have given 

threat actors the ability to intensify their 

efforts to disrupt services and target 
critical infrastructure worldwide

DDoS weapons and attacks are not limited to a specific 
geographical location

Organizations and nation-states need to be vigilant

Tracking 
      DDoS weapons,  
           their nature, 
                 and origins

The Global State
of

Learn more about the DDoS threat landscape.

Download Free Report

A proactive approach to DDoS defense is essential to ensure 
critical services and infrastructure are protected

DDoS Attacks 
are larger 

than ever before

DDoS Weapons 
are on the rise with 

numbers reaching an 
all-time high

Cyber Warfare 
tactics are being 
used in support of 
traditional warfare

Global Distribution 
of Weapons 

means attacks can be 
launched with increased 

frequency and ease

YoY Growth of 
Obscure Weapons

15.4M
total number of DDoS 

weapons tracked 
by A10 Networks 

4.561 Billion
Asia Population*

Implementing 
Zero Trust strategies 
to identify and isolate 

problem areas

Using modern 
AI/ML-based automated 
DDoS defenses to protect 

against all DDoS attacks 

Monitoring devices 
to ensure networks are 

not weaponized and used 
against the internet

Lesser-known DDoS vectors like the Apple Remote 
Desktop (ARD), with 34x amplification, were used

 DDoS
Weapons

Heat map shows
DDoS attacks on 
multiple targets

in Ukraine

Sustained DDoS attacks 
were launched on Ukrainian 
government networks as 
a support tactic for 
hostilities on 
the ground

UKRAINE

2x

In 2022, DDoS attacks are being used
to disrupt critical infrastructure 
and communications in the 
Russia-Ukraine conflict

579 Million
North America Population*

DDoS Weapons 
Per Person: .004

DDoS Weapons 
Per Person: .002

* United Nations, “World Population Prospects 2019”

A10 Networks Recommends

In 2021 we saw a
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A10 business cards contain the following:

•	 A10 logo

•	 A10 tagline

•	 First and last name

•	 Title

•	 Telephone number(s)

•	 Individual email address

•	 Company URL

•	 Office address 

Please don’t adjust or re-create our stationery templates.  

Contact A10 corporate marketing at marcom-DL@A10networks.com  

for edits or if you need new templates.

Collateral

Business Cards BUSINESS CARDS

mailto:marcom-DL%40a10networks.com?subject=
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Contact A10 corporate marketing at  

marcom-DL@A10networks.com for latest templates.

Collateral

White Papers, Data Sheets,  
Case Studies and More

COLLATERAL EXAMPLES

Data Sheet

Case Study

Spec Sheet

Deployment Guide

Solution Brief

White Paper

Tech Note Word Template

mailto:marcom-DL%40a10networks.com?subject=
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Our eBooks are designed to be viewed on-screen and are 

distributed electronically. Use clickable menus, buttons, 

and links throughout just like in the example on the right. 

Think of the viewer whenever you’re bringing your content 

to life with the help of digital experience — make sure your 

eBooks are engaging, informative, and easy-to-use.

Collateral

eBooks EBOOKS

©2021 A
10 Netw

orks, In
c. All ri

ghts re
served.
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©2021 A10 Networks, Inc. All rights reserved.

Tradeshow Materials

Contact A10 corporate marketing at  

marcom-DL@A10networks.com for latest layouts.

TRADESHOW GRAPHICS

mailto:marcom-DL%40a10networks.com?subject=
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Videos

Videos are even more important today. According to the latest 

data, 86% of businesses use video as a marketing tool — up from 

63% over the last three years. That is because more people prefer 

to watch videos over consuming any other types of marketing 

assets. Make sure your video is telling a compelling story. 

End each video with the A10 logo / tagline and the URL. To get 

our standard intro/outro videos, please contact A10 Networks 

corporate marketing at marcom-DL@A10networks.com.

A10 VIDEOS

Intro Video Outro Video

mailto:marcom-DL%40A10networks.com?subject=
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Merchandise 

For cool company swag, latest event materials, or on-demand 

print collateral visit the A10 Networks Company Store. Our  

store is updated frequently, but if there is an item you can’t  

find, please contact A10 Networks corporate marketing at 

marcom-DL@A10networks.com.

A10 COMPANY SWAG

https://a10networks.onfulfillment.com/
mailto:marcom-DL%40A10networks.com?subject=
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Environmental

Examples on this page show various ways to display 

signage around A10 locations. From digital displays to 

printed signs to painted walls — no matter which you 

choose, be sure to use our corporate fonts, colors, and 

treatments to stay consistent with the A10 brand.

Signage



51A10 Networks  /  Brand Guidelines

Partner Badges

The A10 Affinity Partner Program badges are now available 

for partner use. We encourage partners to utilize these 

badges on items such as:

•	 Partner website

•	 Email signatures

•	 Co-branded collateral

•	 Co-branded presentations

Apply the same principals to these badges as those with our 

corporate logo. Don’t alter the badges, don’t stretch them  

or change their colors. Don’t rotate, sheer, add symbols, 

or edit them in any way. To download the Affinity Partner 

badges, please go to channel.A10networks.com/English. 

For eligibility and use of partner-level badges, please contact 

A10partners@A10networks.com.

Affinity Partner

A10 AFFINITY PARTNER BADGES

https://channel.a10networks.com/English/
mailto:A10partners%40A10networks.com?subject=
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External Designers

To view or download A10 branded assets, such as  

our logo and product photos, please visit  

A10networks.com/news/media-resources.

For other design resources such as icon library, collateral 

templates, or other inquiries, please contact A10 Networks 

corporate marketing at marcom-DL@A10networks.com.

A10 Networks Employees

To view or download A10 branded assets including  

our logo, icons, or templates, please visit our  

Global Marketing Library on Teams.

Resources

https://www.a10networks.com/news/media-resources/
mailto:marcom-DL%40A10networks.com?subject=
https://a10networks.sharepoint.com/sites/GlobalMarketingLibrary
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The guidelines in this book are just a start. Use examples in this book to explore the 

possibilities. Think outside the box. Ask questions. And always remember our brand 

principles: Curiosity + Creativity + Consistency = Innovation. 

Let’s create something amazing.
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